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ABSTRAK

Pengaruh E-commerce, Persepsi Harga, dan Pemasaran Digital terhadap
Pendapatan Pedagang Pakaian Muslimah di Pasar Tanah Abang
Jakarta Pusat

Oleh:

Khalid Azistha Amri

NPM: 203402516144

Tugas Akhir, dibawah bimbingan Dr. Drs. Suadi Sapta Putra, M.Si.M.

Penelitian ini bertujuan untuk menganalisis pengaruh E-Commerce,
Persepsi Harga, dan Pemasaran Digital terhadap Pendapatan Pedagang Pakaian
Muslimah di Pasar Tanah Abang, Jakarta Pusat. Data penelitian diperoleh dari 104
responden pedagang pakaian muslimah yang diperoleh menggunakan teknik
purposive sampling dari populasi 300 pedagang. Teknik analisis menggunakan
SPSS 25.

Hasil penelitian E-Commerce berpengaruh positif signifikan terhadap
Pendapatan Pedagang (thitung 2,672, Sig. 0,009). Persepsi Harga memiliki
pengaruh positif signifikan terhadap Pendapatan Pedagang (thitung 6,795, Sig.
0,000). Pemasaran Digital 'menunjukkan pengaruh positif signifikan terhadap
Pendapatan Pedagang (thitung 2,470, Sig. 0,015), Uji simultan menunjukkan
variabel-variabel independen secara simultan mempengaruhi Pendapatan Pedagang
dengan koefisien determinasi 85%;-menunjukkan bahwa variabel-variabel ini
memiliki korelasi sangat kuat terhadap Pendapatan Pedagang.

Temuan ini merekomendasikan agar pedagang konvensional mulai
menerapkan strategi pemasaran digital sebagai upaya untuk bersaing di pasar yang
semakin terpengaruh oleh e-commerce dan perubahan perilaku konsumen.

Kata Kunci: E-Commerce, Persepsi Harga, Pemasaran Digital, Pendapatan
Pedagang, Pakaian Muslimah, Pasar Tanah Abang



ABSTRACT

The Influence of E-Commerce, Price Perception, and Digital Marketing on the
Income of Muslim Clothing Traders in Tanah Abang Market, Central Jakarta

By:

Khalid Azistha Amri

NPM: 203402516144

Thesis, under the guidance Dr. Drs. Suadi Sapta Putra, M.Si.M.

This study aims to analyze the influence of E-Commerce, Price Perception,
and Digital Marketing on the Income of Muslimah Clothing Traders at Tanah
Abang Market, Central Jakarta. The data were collected from 104 respondents,
selected through purposive sampling from a population of 300 traders. The analysis
technique employed SPSS 25.

The results show that E-Commerce has a significant positive effect on
traders’ income (t-value 2.672, Sig. 0.009). Price Perception also has a significant
positive effect on traders’ income (t-value 6.795, Sig. 0.000). Digital Marketing
demonstrates a significant positive effect on traders’ income (t-value 2.470, Sig.
0.015). The simultaneous test indicates that the independent variables jointly affect
traders’ income, with a coefficient of: determination of 85%, suggesting a very
strong correlation between these variables and traders’income.

These findings recommend that conventional traders begin adopting digital
marketing strategies as an effort to remain competitive in a market increasingly
shaped by e-commerce and changing consumer behavior.

Keywords: E-Commerce, Price Perception, Digital Marketing, Traders’ Income,
Muslim Clothing, Tanah Abang Market
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